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China Mobile Ningde Subsidiary Company starting from 2005, to respond to 
the call of China Mobile Communication Group Company,has been integrating 
resources from all aspects to advance vigorously the implementation of the new 
countryside strategy.Ever since then, the overall situation has been good ,the 
network coverage fraction achieving 100%, the countryside channel coverage 
fraction reaching 51%, the countryside service income covering 56.08% of the 
total .But in the process of Ningde Mobile developing the rural market, one problem 
after another has come out,including the countryside informationization products 
being insufficient , the narrowinging gap between the rivals and the Ningde 
Subsidiary Company having affected the company’s widening the range of 
customers and the stability of customers.Moreover lacking the experience in 
deploying the rural market marketing resources has also led to the fact that some 
promoting effects are not ideal enough .  
This article focuses on the study of Ningde Mobile’s rural market marketing 
strategy by applying the market marketing theory.The findings indicates that Ningde 
Mobile should, gradually by stage, strengthen the abilities of channel construction 
and control, enhance the quality of marketing personnel, synthesize the marketing 
means of price and promotion, gradually develop the user penetration coefficient of 
the Mobile informationization products in the Ningde countryside areas, and  
develops Ningde Mobile’s “blue ocean” in the countryside informationization 
market by taking the countryside informationization construction as an entry point 
and the users’ demands as the guidance from the three aspects of the users’ demands, 
the extension of channels and resources and the implementation of differentiation 
strategy.  
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第一章  导论 


























                                                        


















图 1-1 中国农业生产要素结构变化趋势 
      
资料来源：程亿.现阶段我国惠农政策执行研究[D].南京师范大学.2007:25 一 26。作者自行整理 
 
中国移动通信集团公司（以下简称中国移动）清晰地意识到移动信息化对






长带来重要贡献,已经连续 3 年农村客户数发展超过全年总量一半。2009 年 7
月 14 日中国移动与国家农业部在北京举行了共同推进农业农村信息化战略合













                                                        
① ARPU 指平均每个用户每月贡献的通信业务收入，单位为元。 
② MOU 指平均每个用户每月的通话时长，单位为分钟。 
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得好、用的起的问题；第三拓展农村营销服务网，建立一村一柜的行政村服务
网络，着力解决让农民用得方便的问题。新农村策略实施至今，网络覆盖率达
到 100％，远高于电信的 58％和联通的 67％，农村渠道覆盖率 51％，高于电信
的 6％和联通的 9％，农村用户 73.5 万户，其中农信通客户 11 万户，惠农网达
到 1000 个，客户达到 15 万户，农村业务收入占比 56.08％，在三家中的农村













策略的稳步推进，先于竞争对手抢占、稳固农村市场这一战略“蓝海”。   
第二节  研究内容 
本文将以宁德移动为研究对象，探讨其在农村市场移动通信产品方面的营
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